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Abstract 
Developing up-to-date skills and competences in accordance with the requirements of the labour market has been the main point 
of interest in educating public relations students. However, nowadays, the increase of public relations higher education programs 
and the decrease in the number of high-
questions about the profession. This paper aims to reveal if and how Romanian academic websites, displayed by higher education 
institutions, help prospect students develop awareness about the PR profession and future career paths.  
 2012 Published by Elsevier Ltd. 
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1. Introduction 
1.1. Defining a general trend  
 
The rapid development of mediated communication via Internet has drawn into its mainstream higher education 
institutions. Universities face ever growing tasks, bestowed upon them by an equally swift development of the 
technologically sophisticated society. Therefore, the virtual image of universities projected by academic websites is 
worth putting under the microscope of analysis and the aim of this paper is to inquire whether and how a specific 
academic programme, namely the one preparing future public relations specialists, is displayed in the Romanian 
context. What purposes do academic websites serve? How can communication be rendered more fully and what is 
considered relevant in a practice yet to be professionalized and led with accuracy and skill? What type of 
information do academic websites carry and to what extent they can be viewed as windows into the future? Are 
academic websites, taking into consideration the current needs, used as PR tools?  
Three years of observing the image of academic programs in communication studies rendered in Romania by 20 
higher education institutions lead the authors to the conclusion that websites are used in 4 main directions: 
functional (aimed at helping both students, and faculty to follow up useful information), documentary (the website 
is, in this case, an archive of information for multiple purposes: tracking previous activities, assessing connections 
with the academic world, providing proof of accountability etc.), symbolic (since the website helps consolidate and 
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promote the image/identity of the organization) and projectory (oriented toward the future). In this latter capacity, 
the websites carry out several tasks: present along a timeline the intended activities in teaching, research and service 
proposed by the organization, unveil links with future generations (via the mission statement) and anticipate 
questions raised by a more or less knowledgeable public.  In the particular case of academic programs leading to a 
degree in public relations, Romanian universities face a number of challenges: the profession is new and only 
recently recognized by the national qualifications framework; the growing number of professionals does not 
necessarily originate from alumni in communication studies, but are recruited from various other programs; the 
potential students have a vague representation of future career paths, the entire domain being too young to offer a 
sufficiently developed image of the dynamics in a variety of situations.  
 
1.2. PR on the move 
 
A recent study of the practice in PR, carried out in USA (cf. Sha, 2011) examined professional competencies and 
work categories in public relations practice today. Three groupings of knowledge, skills and abilities (KSAs) for 
public relations practice in 2010 centred on general business skills, media relations, and theoretical knowledge. The 
strategic planning process of research, planning, implementation, and evaluation, as well as public relations ethics 
and legal issues, were connected to both general business skills and media relations. These KSA groupings reflect 
the professional competencies necessary for practitioners, as described in public relations text books both recent and 
two-generations old. Four groupings of work categories in 2010 were public relations management, issues 
management, corporate communications, and media relations. Furthermore, each of these work category groupings 
reflected clear areas of extant public relations scholarship, suggesting that the theory and practice of public relations 
may be closer to each other than is commonly decried , 2011, p.9). 
The second research question asked what knowledge, skills and abilities (KSAs) are used in public relations 
practice today. The KSAs investigated in this study were developed from qualitative research conducted in 2000 and 
subsequently incorporated into the re-engineered Examination for Accreditation. For 2010, the practice analysis 
sought to examine the extent to which practitioners used each KSA in a typical week. In frequency order, the top 
KSAs were use of information technology and new media channels (conducted by 91.4% of respondents either some 
or a great deal); management skills and issues (88.9%); media relations (83.3%); research, planning, implementation 
and evaluation of PR programs (81.9%); use of advanced communication skills (77.8%); and incorporation of 
business literacy into PR duties (75.4%)  (Sha, 2011, p.7). 
 
1.3. Public relations in Romania 
The Romanian PR landscape falls into the global trend. Nevertheless, one essential aspect has to be considered, 
that is the fact that public relations have taken their start in Romania only after the Revolution from December 1989.  
ns services will grow. It is a field with great potential, as 
Associates - a public relations agency associated with Hill & Knowlton, for Global Alliance for PR and 
Communication Management while answering their research questionnaire (PR Landscapes  Romania, 2004, p. 6). 
Within the same research undertaken by the Global Alliance for PR and Communication Management, another 
specialist from the Romanian PR market  Silvia Bucur  
relations services are sought after more and more as the experienced consumer becomes less and less receptive to 
 (PR Landscapes  Romania, 2004, p. 5). 
The demand for public relations is also growing in university-based programs. Since 1993, when the first PR 
course was introduced into the curricula of undergraduate programs at the University of Bucharest, other state and 
private universities, also included public relations courses in their undergraduate programs. Currently, there are 
several public and private universities offering undergraduate degrees in public relations, as well as graduate level 
degrees in communications. The introduction of education and certificate training programs for public relations and 
the expectation for entry-level practitioners to have relevant training is an important development for the profession. 
(cf. PR Landscapes  Romania, 2004) 
4246   Mariana Cernicova and Adina Palea /  Procedia - Social and Behavioral Sciences  46 ( 2012 )  4244 – 4248 
Moreover, in recent years, the study opportunities offered by the faculties of communication are among the most 
coveted and occupy leading positions among the top choices for future students (Top 10 most sought after faculties 
in 2008, 2008). The number of those working in the field has also greatly increased. Nonetheless, there are still 
controversial issues related to public relations.  
 
1.4. The need for visibility 
After almost 20 years of sustained development, the domain is still striving for recognition. Many people are not 
familiar with the activities undergone by PR specialists and are therefore weary of the domain. Thus, for those who 
are interested, arises the need of a trustworthy source of information to help them understand what the public 
relation profession implies. 
problem- oom, 2009, p.48). Other sought-after traits 
with stress, and knowledge of current events (Broom, 2009, pp.48 49). Such information  about professional 
competencies required, about the PR industry  should be listed and accessible to those who would like to become 
public relations specialists.   
If we consider that any profession requires basic knowledge and that that knowledge is mostly and best provided 
by educational institutions, we believe that academic websites would be a suitable medium for providing answers 
about the public relations domain. Therefore we aim to analyze how visible the PR profession is on websites of 
communication faculties. Making the profession visible creates adequate expectations in the minds of students, helps 
them make informed decisions regarding future career plans and, ideally, offers solutions for bridging education and 
labour market. On the other hand, the presence of professions which can be practiced by graduates signals to the 
professional community that there is a reservoir of competence under crystallization, ready to step in upon request 
for an ever-growing communication society. In this case, it is our claim that websites are also used as PR tools for 
connecting higher education programs with the future workplace available to graduates. Since the Romanian higher 
education system implements currently a standardized grid of programme description, it is paramount that more 
information about the expected outcomes of the studies be developed in the near future. (cf. Cernicova, Dragomir & 
Palea, 2011) 
 
2. Methods  
Starting from the assumption that information displayed on websites can contribute significantly to raising 
awareness about the PR profession and that its complexity and accessibility are key to answering questions raised by 
prospective students, we have decided to analyze the websites of all public relations/communication faculties in 
Romania. The objectives of the research target the identification of all public relation faculties in the country; the 
identification of websites that offer detailed information about the profession; the identification of similar 
information structure/content and common concepts; the analysis of technical performances of the websites (traffic, 
loading speed) (cf. Palea, 2009). 
 
2.1. Informational content analysis 
The aim of this paper is to show the level of professional identity visibility on the websites of the faculties which 
offer public relations programs. Developing awareness about the PR profession and future career paths means 
providing online information about possible jobs after graduation, responsibilities and competences of PR 
specialists, related domains in which the specialists might work, the title they receive along with their diploma, etc. 
The providers of specialized studies are meant to offer the prospective student enough information for him/her to 
understand the domain and the profession. Therefore we shall analyze the content both from a quantitative and a 
qualitative point of view. 
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2.2. Technical analysis  
With the help of web analyzers, like www.alexa.com ( ) and 
www.websiteoptimization.com (Web Page Analyzer-0.98, 2011), we intend to obtain data about the traffic (number 
of visitors, length of visit, area of accessing, etc.) and loading speed of the sites. Such information can show if the 
information on the websites reaches the target audience or not and it is also helpful in assessing if the respective 
faculty uses the website as a promotional tool.  
 
3. Results and discussions 
The analysis regarding professional identity visibility was done on the websites of the 20 faculties recognized by 
the Romanian Ministry of Education. We mention that some faculties have public relations as main domain, while 
others have the specialization incorporated in other faculties, namely in Social Sciences, Arts, Political Sciences or 
Journalism.   
 
3.1. Informational content of websites 
Out of the 20 specialized studies providers, only 13 provide details on their sites beyond those regarding the 
mentioning of the specializations offered by the university. However, only 5 faculty websites draw a clearer image 
of the profession and work of the PR specialist. The following table presents the type of information found on each 
site: 
 
Table 1: Synopsis of information in academic programs for PR 
 
Name of the faculty Presenta
tion of 
specializ
ations 
Mentioni
ng of the 
mission 
Informat
ion on 
professio
n 
Responsibi
lities of PR 
specialists 
Jobs 
relat
ed to 
PR 
Mentioni
ng of 
professio
nal title 
Babes-Bolyai Univ., Cluj-Napoca: 
FSPC 
x - x - x x 
Bacau Univ.: FL x - - - - - 
Bucharest Univ.: FJSC x x x x - x 
Bucharest Univ.: FL x - - - x x 
, Targu-Jiu: 
FLSS 
x - - - - - 
 , Pitesti: 
FSJAC 
x x - - x - 
, Galati: FSC x - - x x x 
Ecological Univ., Bucharest: FSC x - - - - x 
National School of Political and 
Admin. Studies, Bucharest: FCRP 
x - - - - - 
Romanian Univ. of Sciences and 
Arts: FAS 
x - - - x - 
, Timisoara: 
FSC 
x x - - x - 
Tibiscus Univ., Timisoara: FJCLM x - - - - - 
  , Arad: FSUPA x - - - x - 
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3.2. Proposal of a content model/template  
Based on the results, we propose a presentation model, which consists of all content strong points of the 
analyzed websites. This model would answer both the need of information and of promotion.  
The model should contain references to: the mission of the faculty; Vision; Objectives (which would point out 
the concern for the welfare of the future (graduate)student); Information concerning public relations in 
Romania/worldwide (short history, developments which would prove the need of PR specialists); Listing of jobs 
related to the domain; Responsibilities of future specialists in connection with the competences developed 
throughout the faculty courses (which would point out the relevance of the program offered by the faculty); 
Mentioning of some subjects studied within the program; Mentioning of the title received at graduation. 
 
3.3. Technical aspects of websites 
  The technical analysis revealed that the websites were not optimized from this point of view. Some load to slow, 
others have no images, which means they do not even fulfil the expectations of the average user. Only 2 of the 
websites, that of the Faculty of Political, Administrative and Communication Sciences in Cluj-Napoca and of the 
Faculty of Communication Scien
the list of most accessed sites in Romania and in the world (292 in Romania/ 69,219 in the world, respectively 3,019 
in Romania/ 244,574 in the world). 
   The technical analysis of the sites has shown a lack of interest regarding the technical aspects. We encountered 
websites with a strong and useful informational content, but where the technical aspects, like loading speed, were 
neglected. 
The research also reveals that few faculties use their website as a means of informing and promoting/raising 
awareness, therefore limiting the visibility of a professional identity still in formation. Out of the 20 faculties 
analyzed only 13 offer more detailed information on their sites, but even these do not draw a clear picture of the 
public relations specialization. We found that only 5 academic websites actually provide useful information, which 
could help the prospective student understand key aspects regarding public relations and the profession he/she 
would practice after graduation.  
As pointed out above, only one website presented the steps needed to be taken in order to become a PR 
specialist, as well as the profession and what it implies. Taking into consideration that in the majority of cases a 
future student cannot understand from the information provided on websites his future responsibilities, activities and 
related domains, we may conclude that the quality of the content in websites is neglected and that the academic sites 
do not contribute enough to developing awareness about the profession. 
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